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ABSTRAK 
 
Candra Mega Sari, D0213024, PENGARUH FAKTOR-FAKTOR MOTIF 
TERHADAP MINAT MELAKUKAN NEWS SHARING DI MEDIA 
SOSIAL. (Analisis Structural Equation Modeling Pengaruh Faktor-Faktor 
Motif terhadap Minat Melakukan News Sharing di Facebook dan LINE pada 
Mahasiswa Universitas Sebelas Maret Surakarta Angkatan 2013), Program 
Studi Ilmu Komunikasi, Fakultas Ilmu Sosial dan Politik, Universitas Sebelas 
Maret, 2017. 
Media sosial merupakan bentuk kemajuan teknologi yang memberikan 
peluang bagi pengguna untuk aktif berbagi. Fenomena berbagi di media sosial, 
mendukung adanya aktivitas news sharing pada Facebook dan LINE. Penelitian 
ini dilakukan untuk mengetahui keberlakuan model minat melakukan news 
sharing di Facebook dan LINE yang dibangun dengan melibatkan faktor motif 
information seeking, socializing, entertainment, status seeking, disclosure, social 
influence dan prior social media sharing experience. Teori Uses and Gratification 
berpotensi memprediksi motif individu menggunakan media sosial untuk berbagi 
berita.  
Jenis penelitian ini adalah penelitian deskriptif kuantitatif, dengan metode 
analisis data menggunakan Structural Equation Modeling (SEM) yang dapat 
menjelaskan hubungan faktor-faktor yang diteliti secara simultan. Penelitian 
dilakukan pada mahasiswa UNS. Jumlah sampel ditentukan dengan rumus 
Yamane dan diperoleh sebanyak 100 responden yang dipilih menggunakan teknik 
multistage sampling dengan kriteria pernah melakukan news sharing di Facebook 
atau LINE dalam kurun waktu 3 bulan terakhir.  
Hasil penelitian menunjukkan bahwa ada kesamaan model konseptual 
yang dibangun dengan model minat melakukan news sharing di Facebook dan 
LINE. Nilai RMSEA pada Facebook sebesar 0,028 dan P-Value 0,25642. 
Variabel yang memiliki kontribusi terbesar terhadap minat news sharing di 
Facebook yaitu social influence (0,54), disclosure (0,45) dan information seeking 
(0,25). Sedangkan pada media sosial LINE dipisahkan berdasarkan jenis kelamin 
karena terdapat perbedaan pola penggunaan media antara perempuan dan laki-laki 
dalam berbagi berita. Pada model perempuan menunjukkan nilai RMSEA sebesar 
0,034 dan P-Value 0,29777 dengan kontribusi terbesar pada motif disclosure 
(0,46), social influence (0,38) dan status seeking (0,36). Sementara pada laki-laki 
memiliki nilai RMSEA sebesar 0,072 dan P-Value 0,07343. Motif social 
influence (1,69), disclosure (1,57) dan information seeking (1,49) memiliki 
kontribusi yang relatif lebih besar dari variabel yang lain pada model ini. Variabel 
prior social media sharing experience pada penelitian ini belum dapat 
meningkatkan minat melakukan news sharing di Facebook dan LINE. 
Kata Kunci: berbagi berita, media sosial, uses and gratification, Structural 
Equation Modeling.  
xxiii 
 
ABSTRACT 
 
Candra Mega Sari, D0213024, THE INFLUENCE OF MOTIVE FACTORS 
ON THE INTEREST OF DOING NEWS SHARING IN SOCIAL MEDIA. 
(Analysis of Structural Equation Modeling Influence Motive Factors on 
Interest News Sharing on Facebook and LINE at Students of Sebelas Maret 
University Surakarta Year of 2013), Communication Science Program, 
Faculty of Social and Political Science, Sebelas Maret University, 2017. 
Social media is a form of technological advancement that provides an 
opportunity for users to share actively. The phenomenon of sharing in social 
media supports the activity of news sharing on Facebook and LINE. This research 
was conducted to know the effectiveness of interest model to do news sharing on 
Facebook and LINE that was built involving motive factor of information seeking, 
socializing, entertainment, status seeking, disclosure, social influence and prior 
social media sharing experience. The Uses and Gratification theory has the 
potential to predict individual motives using social media to share the news. 
The type of this research is quantitative descriptive research, with analysis 
data method using Structural Equation Modeling (SEM) which can explain the 
relationship of the factors studied simultaneously. The study was conducted to the 
students of UNS. The number of samples determined by Yamane formula and 
obtained 100 respondents selected using multistage sampling technique with the 
criteria have been doing news sharing on Facebook or LINE in the last 3 months. 
The results showed that there is a similarity conceptual model built with 
interest models to do news sharing on Facebook and LINE. RMSEA value on 
Facebook of 0.028 and P-Value 0.25642. The variables that have the greatest 
contribution to the interest of news sharing on Facebook are social influence 
(0.54), disclosure (0.45) and information seeking (0.25). While on social media 
LINE separated by sex because there are differences in media usage patterns 
between women and men in sharing news. In the female model, the value of 
RMSEA is 0.034 and P-Value 0.29777 with the biggest contribution to disclosure 
motive (0.46), social influence (0.38) and status seeking (0.36). While in men 
have RMSEA value of 0.072 and P-Value 0.07343. Social influence motives 
(1.69), disclosure (1.57) and information seeking (1.49) have a relatively larger 
contribution than others in this model. According to this research analysis, prior 
social media sharing experience variable has not been able to increase user 
interest to perform news sharing in Facebook and LINE.   
Keywords: news sharing, social media, uses and gratification, Structural 
Equation Modeling. 
